Abstract: This paper aims to identify the factors affecting consumers' purchasing behaviour towards local food amid the economic depression period in Greece. Field interviews were conducted in a randomly selected sample consisted of 549 consumers. Multivariate statistical analysis was performed to identify consumers' behaviour towards local products. Results indicated that the factors influencing people in Greece to buy local food products are: (a) marketing issues (b) topicality, (c) hedonism issues, (d) health safety issues and (e) psychological issues. Consumers with similar buying behaviour towards local food are classified into two groups: (a) those influenced by product features and (b) those influenced by marketing issues.
Introduction
Consumers' attitudes towards local food products is a subject that attracted the focus of many studies, among those examining value added and differentiated products. In the marketing and business literature a large number of studies examining branding, product differentiation, labeling issues and consumer behaviour. Booth and Shepherd argued [6] that cultural and economical factors, consumer's personality, attitudes, values and emotions, affect consumers' decision-making process regarding food selection. A decade later, Steenkamp identified [57] that biological, psychological and socio -demographical consumer's characteristics, marketing of the product, economic and cultural environment affect consumers' purchasing decisions. Kotler identified [28] that consumers' buying behaviour is influenced by cultural, social, personal and psychological factors.
In the food sector, food quality characteristics, the high importance given by consumers in diet and health issues, price, governmental actions, cultural factors, distribution channels and the dominance of the supermarket chains also affect consumers buying behaviour within E.U countries [39] , [1] , [14] , [41] , [32] , [61] . Furthermore, religious prohibitions, cultural beliefs and counterculture attitudes have a significant influence on Greek consumers' purchasing decisions towards food products together with social characteristics, including the size of the family and the role of the head of the family [37] , [33] . Loizou et al investigate [35] the drivers that influence the adoption of differentiated food products, such as food safety, health, environmental and societal issues, by clustering consumers into four different categories.
"Local food systems" movements, practices and writings pose increasingly visible structures of resistance and counter-pressure to conventional globalizing food systems [18] . Therefore, the place of food seems to become an important issue. As Schneider and Francis argued [50] , local food systems are emerging as a viable alternative to the production and marketing models used in the industrialized global food system. Furthermore, the concept of local food has been launched to describe local food systems or short food chains where food is produced near the consumer, and can contribute to rural development and labor markets to promote local economies [47] .
Early work on local food showed a weak preference [27] , [59] , [22] while later work (post Omnivore's Dilemma and books, studies, movies about food and Slow Food organizations), has shown different trends. In particular, quality, taste, freshness, cleanness, appearance, shelf life, nutritional value, value for money, price, environmental friendly production methods, support to the local farmers' families, support to the local economy, short travel distance and trustworthiness of food's origin, consist some of the main factors affecting consumers' purchasing behaviour towards local food [21] , [48] , [9] , [45] , [64] , [50] , [47] , [13] , [15] , [8] , [40] , [3] , [19] . Food shoppers indicate support for particular values, beliefs and norms about the environment; personal health, religion and economy shape attitudes towards local foods and motivate consumers to purchase them [65] . Besides, consumers prefer to buy local food from local outlets such as farmers' markets or local shops [15] , [9] .
Amid the economic crisis in Greece all the above-mentioned factors that affect the purchasing behaviour of consumers towards local food are questioned. As most of the knowledge about the consumers' attitudes regarding local food is mainly derived from a sample of studies that have been conducted within the last four -five years, the examination of the factors that affect buying behaviour of Greek consumers towards local food during the period of economic depression is very important because different cultural, economical, social and demographical characteristics affect consumers' buying behaviour in a different way [31] , [37] , [28] , [35] .
Since 2008, when the economic crisis started in Greece, economy has fallen in deep recession. The GDP reduction dropped by more then 25%, the unemployment rate reached 30% in 2013, with more than 55% of the unemployed to be young people; private and public consumption faced severe reductions affecting all sectors of the economy, even the food sector [17] , [26] . The average household income is estimated at 13,000 euros, much lower than the OECD average of 26,500. The income of the top 20% of the population is about 31,500 euro per year, whereas the bottom 20% lives on 6,500 euros per year [42] .
According to the annual research of Boston Consulting Group for 2011, 73% of the surveyed consumers declared that would purchase only the absolutely necessary goods. Furthermore, the ranking of consumers' "values" have changed with the "savings", "health", "value for money", "cheer", and "peace" to be in the top of their hierarchy. More than half of the consumers in Greece answered that they will reduce food and drink consumption and more particularly spirits and beer consumption. On the other hand, fresh food, dairy products and home food seem to be in favour of the new more rational consumption behaviour of Greek people. The same study indicated that most of the Greek consumers are more interested in products with substantial technical differences from others, whilst they do not pay attention to the brand name as they seem to prefer the private labeled products in order to reduce their expenses. One explanation is Engels Law that predicts an increase of expenditures shares on necessities such as food in response to a fallen income. Secondly, in countries which are under economic depression the "value for money" is the main criterion for consumers and therefore they seek better quality for rational price [29] .
Previous experience from countries that suffered from economic crises such as Indonesia, West Africa and Latin America countries indicated that poor households due to rapid income reduction and increase on the food prices switched to cheaper less preferred or lower quality staples to protect energy intake. They bought less food, skipped meals, reduced overall food as well as they decreased energy intake of non staple food such as meat, eggs, dairy, vegetables and fruits [34] , [49] , [56] .
In this notion, the current study examines which of the factors presented in the literature review affect the attitudes of the consumers to buy local food in Greece during the recent economic depression period. Local food systems and direct marketing can increase farmers' profits and can help to mediate the pains associated with urban expansion. By marketing food products to urban and suburban neighbours, farmers can potentially stay in business, while supporting local economy and farmland in production [50] . Following the above context, the current study aims to identify the factors that affect consumers' purchasing behaviour and classify them into groups with similar behaviour as well as to profile each group of consumers regarding their personal characteristics.
Many consumer behaviour theories and models have developed during the last decades. The food-related lifestyle (FRL) has been proposed as a mediator between values (ways of shopping, quality aspects, cooking methods, consumption situations, purchasing motives including self -fulfillment in food, security and social relationships) and behaviour [10] , [11] , [12] , [23] , [51] . Social cognition and Behavioural Decision Theory (BDT) consumer research have tended to build on different underlying models of buyer behaviour and the communication process [55] . Social consumer research has focused on the communications model and how judgements and attitudes are formed whilst BDT consumer research has tended to examine the decision making model (purchasing process). Furthermore, according to the Theory of Reasoned Action (TRA), people consider implications of their actions before they are involved in a given behaviour [2] . Therefore, as Papista and Krystallis argued [44] , people form intentions to perform behaviours that are intercepted by persons' attitudes towards that behaviour and social norms.
On the other hand, the above mentioned consumer behaviour theories and models do not take into consideration all the intrinsic and extrinsic characteristics and values, marketing mix issues (product issues, price related issues, promotion issues and marketing channel's issues) and demographic characteristics in exploring the factors that affect consumers purchasing behaviour but each theory and model some of them. Therefore, a conceptual model was developed in the current study to place the intrinsic and extrinsic characteristics and values, marketing mix issues (product issues, price related issues, promotion issues and marketing channel's issues) and demographic characteristics outlined in the literature into an identifiable framework (Figure 1 ). The research hypotheses that this study tests according to the conceptual model below are the followings:
• Ho1: Consumers in Greece cannot be classified into groups according to the factors that affect their purchasing behaviour towards locally produced food.
• Ho2: Consumers' preferences and opinions towards purchases of locally produced food are not significantly related to particular purchasing behaviour.
• Ho3: Consumers' purchasing behaviour is not significantly related to their preferences regarding the utilisation of a particular marketing outlet in order to buy locally produced food.
• Ho4: Consumers' purchasing behaviour is not significantly related to their demographic characteristics After the introductory section, this study presents the survey and statistical methodology as well as the results of the analysis and the concluding remarks. 
Methodology

Survey Procedure
The researchers undertook an intercept survey to a sample of consumers in order to gather data necessary to identify the factors that affect consumers' buying behaviour in Greece towards local food. Hence, the research focuses on a sample of Greek consumers, purchasers of local food products. Information was gathered through an interview survey (the enumerators used a structured questionnaire, asked the questions to the consumers and filled the answers) as the consumers are familiar with this kind of research [38] , [16] , [5] . Moreover, this is a widely used method for examining consumers' buying behaviour by many researchers [20] , [4] . Furthermore, as many consumers do not have Internet access, the electronic survey method was not suitable for surveying a representative to a general population sample.
An effort was made to reach consumers at the same time and place where actual purchase decisions are made hoping to better elicit their true preferences about products. Data were collected in locations frequented by consumers such as supermarkets, groceries, green groceries, open markets. Interviews took place throughout the day to reduce time of shopping related bias [30] . Hence, one quarter (25%) of the interviews were conducted between 9:00 -15:00 during the week (Monday -Friday), one quarter between 15:00 -21:00 during the week and 50% during Saturday (9:00 -19:00). This survey methodology developed according to the results of the pilot survey into which the respondents indicated the day and time they make their shopping.
In this survey, a systematic stratified sampling method was chosen to form the sample due to the fact that the authors wished to generalize their findings beyond the sample of consumers covered by the survey. As Errington argued [16] , the only way in which this can be achieved is to ensure that the units for survey are selected at random from the larger population about which generalization are to be made. Therefore, consumers were selected randomly, with the criterion that the interviewer was to solicit every sixth customer (who looked over 20years old) who came into the survey area [36] . The sample that was selected consists of 600 consumers over 20 years old as the researchers wanted to ensure that would survey household decision makers (the questionnaires that were answered by consumers who were less than 20 years old were not used in the statistical analysis and were not counted on the sample size), 549 of which declared that they bought local food at least once. The sample is covering the whole country that would be reasonably representative of some larger population about which useful generalization could be made. The size of the sample is considered reasonable regarding the total population of the area as this size of samples were mostly used by other researchers in Greece regarding consumer behaviour towards food purchases [62] , [7] , [60] .
The representativeness of the sample immunized by checking the proportion of the consumers of the sample who declared that they bought local food with those of the pilot survey following the methodology proposed by Siardos [52] . In particular, the proportion of consumers (p) in the pilot survey who indicated that they bought local food at least once is 92%. Therefore, in order to achieve a representative sample the sample size should be 265 consumers (in order have z=3 and d=5%). As the researchers decided to a sample size of 600 consumers (about two times more than what was needed) in order to have similar size samples with other surveys presented above, and the proportion of consumers who bought at least one time local food in this sample is about 92%, the sample is considered representative.
Questionnaire design
Factors that affect the consumers' behaviour towards local food products were identified by the researchers after searching the literature. Furthermore, they designed a questionnaire in order to meet the research objectives and pre-tested it in academics, food marketing experts and consumers.
In the next stage, the questionnaire was piloted in February of 2011 to 100 consumers. The pilot survey indicated that no modification needed to the questionnaire, and therefore, the main survey was conducted in spring of 2011 as mentioned above.
Statistical Methodology
Multivariate analysis techniques were used to the 549 consumers to reveal the key information contained in the responses, and these analyses were applied in three stages. First, principal component analysis (PCA) was used to identify the variables that accounted for the maximum amount of variance within the data in terms of the smallest number of uncorrelated variables (components). The anti-image correlation matrix was used as well as Bartlett's test of sphericity and measure of sampling adequacy (MSA) in order to check the appropriateness of the data for subsequent factor analysis. The variables that had a high proportion of large absolute values of anti-image correlations as well as MSA less than 0.5 were removed before analysis.
In this study, PCA reduced the 13 key attitude variables, which relate to various aspects of consumers' behaviour towards local food, to a smaller set of underlying factors (or consumption dimensions).. An orthogonal rotation (varimax method) was conducted and the standard criteria of eigenvalue = 1, scree test and percentage of variance were used in order to determine the factors in the first rotation [23] . Different trial rotations followed where factor interpretability was compared. These PCA scores were then subjected to cluster analysis to group consumers with similar patterns of scores into similar clusters based on their buying behaviour. In this study, both hierarchical and non-hierarchical methods were used according to the recommendations of Hair et al [23] and Punj and Stewart [46] in order to develop a typology of the consumers' buying behaviour.
Quadratic discriminant analysis was performed to assess how accurately the identified key consumption dimensions that were derived from the PCA analysis could predict and discriminate cluster membership.
Statistical tests based on the outcomes of the multivariate statistical techniques presented above (factor, cluster and discriminant analysis) employed to test hypothesis Ho1. PCA and non parametric Mann-Whitney Test and Friedman Test conducted to test hypothesis Ho2, whilst chi-square analysis performed to test the hypotheses Ho3 and Ho4.
Results and Discussion
Factors and attitudes affecting consumers' buying behaviour towards local
food.
Principal components and factor analyses (through a varimax rotation) were conducted to identify the key consumption preference variables, and the latent root criterion (eigenvalue =1) and the percentage of variance were used to determine the number of factors (Table 1) . Several different trial rotations were conducted to compare factor interpretability as suggested by Tabachnick and Fiddell [58] and Hair et al [23] . In the next stage, hierarchical and non-hierarchical clustering methods were used to develop a typology of the buying behaviour of the Greek consumers [24] , [25] , [23] , [53] . Cluster analysis was conducted on the 549 observations, as there were no outliers. It identified two groups of consumers that were named according to their buying behaviour patterns towards local food (Table 3 ). These are: (a) the "Influenced by the product features" consumers and (b) the "Influenced by marketing issues" consumers. In particular, the "Consumers influenced by the product features" comprise 46% of the sample. They are influenced in their buying decisions by the cleanness, freshness, taste and quality of the product. They are also influenced by health safety issues, their curiosity and the possible prestige they may concur by buying such products. On the other hand, the "Consumers influenced by marketing issues" comprise the 54% of the sample. They are influenced in their buying decisions by the labeling (that indicated the origin of the product) and certification of origin of the product, the production methods used for its cultivation and preparation as well as by the contribution the purchases of local food have to the local economy. The attractiveness of the packing of the product, its appearance and the advertisement of the product have a significant impact on the shopping decision of these consumers. Moreover, discriminant analysis was conducted to evaluate the prediction of group membership by the predictors derived from the factor analysis. Initially the normality of the key strategic dimensions was checked. The Box's M test statistic (Box M= 115.862 approx F= 7.648, df =15 P<0.001) indicated that the variancecovariance matrices were violated [7] . The summary of the cross validation classification derived by the quadratic discriminant analysis is shown in Table 4 . Thus, the five consumption dimensions could accurately predict and discriminate consumers' group membership.
Therefore, the hypothesis Ho1: Consumers in Greece cannot be classified into groups according to the factors that affect their purchasing behaviour towards locally produced food may be rejected.
The influence of consumers' preferences and opinion on their local food purchasing decision
PCA employed also in order to explore consumers' main preferences towards local food purchases. The analysis using the latent root criterion (eigenvalue =1) and the percentage of variance identified two main preferences towards local food purchases (Table 5 ). These two main preferences towards local food purchases are (a) Purchases of local organic food and (b) Purchases of local conventional food (Table 6 ). The non parametric Mann-Whitney test conducted to identify the main preferences of the consumers of each group regarding their local food purchases ( Table 7 ). The test indicated that there is no significant association between consumers' group membership and organic food purchases whilst most of the conventional local food purchases including purchases of local conventional vegetables, fruits and dairy products are performed by the "Consumers influenced by marketing issues". The non parametric Friedman Test was performed to explore the association between consumers purchasing behaviour towards local food and their opinion about those products (Table 8) . Therefore, both groups of consumers have similar opinion about local food. In particular, the consumers who are influenced by the product features believe that local food contribute positively to the local economy, are healthier, have better quality, are better and more tasteful whilst the consumers who are influence by marketing issues think that those products contribute positively to the local economy, are healthier, better, more tasteful and of better quality. Therefore, Ho2: Consumers' preferences and opinions towards purchases of locally produced food are not significant related to particular purchasing behaviour may be rejected.
Consumers' Marketing Channel Utilisation regarding local food purchases
The researchers in their effort to explore which marketing outlet the consumers of each group usually prefer conducted the chi-square analysis. According to the results of the test (Table 9 ), the consumers of both groups have similar behaviour regarding the marketing outlets they use in order to buy local food. In particular, most of them usually buy local food once a week, make their local food shopping from the local market often whilst they rarely use the special shops that sell local food. Hence the hypothesis Ho3: Consumers' purchasing behaviour is not significantly related to their preferences regarding the utilisation of a particular marketing outlet in order to buy locally produced food maybe rejected.
Profiling each consumer group according to consumers' demographic characteristics.
A chi-square analysis was also performed for each consumer group in order to develop the profile of the consumers who have a particular buying behaviour towards local food regarding their demographic characteristics. As Table 10 indicates, both groups of consumers have similar profiles. In particular, most of them hold a bachelor degree, are married, have 1-2 children and are private employees. Moreover, most of the consumers who are "influenced by the product's features" are male. Therefore the hypothesis Ho4: Consumers' purchasing behaviour is not significant related to their demographic characteristics maybe rejected.
Discussion and Conclusions
This study indicated that there was a significant association between the adoption of a buying behaviour and the factors, preferences, opinions and personal characteristics that influence consumers to choose locally produced food.
It was also found that the consumers who prefer local food wittingly consider them better (superior) and healthier and that their consumption contribute to the strengthening of the local economy by psychological issues such as curiosity and prestige.
There are some limitations that have been stated in the relevant sections of the study and are the followings:
(a) Some answers in the questionnaire may not represent the true beliefs and attitudes of consumers due to the fact that they are asked (in the place and at the time) while they are doing their shopping and therefore, their time to answer the questionnaire is limited. Of course, this limitation exists in most of consumers' preferences surveys.
(b) The samples in such surveys cannot be quite large due to financial constrains.
(c) The adopted statistical methodology despite the fact that it explores the factors that affect consumers' buying behaviour and create a taxonomy of consumers with similar buying behaviour (which is the purpose of the current study) useful for marketing analysis and strategy development cannot measure the demand of a product or determine the importance of the characteristics of a product that affect consumers' behaviour. These measurements can be made with the use of other statistical techniques such as conjoint analysis and contingent valuation.
Nevertheless, the value of the current study is incontestable. It is the first study (to the knowledge of the authors) that explores consumers' attitudes towards locally produced food in a South European country that its economy is under depression, and more particular in Greece, by providing managerial and theoretical implications.
From a theoretical perspective, this study further contributes to the understanding of the consumers' local food purchasing behaviour mainly during an economic depression period. Specifically, it supports the findings of other studies [21] , [48] , [8] , [45] , [64] , [50] , [47] , [65] according to which consumers are mainly affected in their preferences towards local foods by the contribution to the local economy, quality, taste and freshness of the product as well as by environmental issues. In particular, Greek consumers are motivated in their local food purchases by quality and hedonism related factors such as taste, freshness, healthiness as well as psychological issues such as curiosity and prestige and other factors like support to the local economy, protection of the environment [9] , [19] , [40] , [3] . Furthermore, their opinion on local food and their purchasing preferences also affect consumers' local food buying behaviour. This study indicated that consumers' demographic characteristics and marketing channel selection found to be significant associated with a particular buying behaviour. Generally, this study indicated that the factors affecting Greek consumers to buy local food within the economic crisis period are almost the same with those influenced consumers to purchase local food before. This can be explained by Engels Law which predicts an increase of expenditures shares on necessities such as food in response to a fallen income and by the fact that in countries which are under economic depression the "value for money" is the main criterion for consumers and therefore, consumers seek the better quality for rational price [29] . On the other hand, Greek local food shoppers even amid economic crisis have different consumption behaviour compared to consumers of countries that suffered from economic crises such as Indonesia, West Africa countries and Latin America countries. Some studies indicated that poor households in those countries due to rapid income reduction and increase of the food prices switched to cheaper, less preferred or lower quality staples to protect energy intake [34] , 49], [56] . Greek local food consumers on the other hand, are interested to "value for money" and "health" issues as they are not poor (most of them are either private employees or civil servants) and very well educated.
This study also indicated that Greek local food consumers are not influenced by the proximity to the rural areas but they take into consideration marketing issues such as advertisement, packing, and appearance, their buying behaviour is also affected by the existence of children and their age and apart from local conventional food they also buy local organic food. Education, marital status and occupation are some other personal characteristics that have an impact on their buying behaviour towards local food.
The fact that the finding of this study is in accordance with the existent literature as well as the fact that the mentioned in the literature review consumer behaviour theories and models including the food-related lifestyle (FRL), social cognition and behavioural decision theory (BDT), theory of reasoned action (TRA) and theory of planned behaviour (TRB) [2] , [10] , [11] , [12] , [23] , [51] , [55] do not take into consideration all the above mentioned attitudes, values and characteristics supports the validity and novelty of the conceptual model developed and used in this study.
From the managerial perspective, this study provides a market segmentation of the local food buyers. Therefore, the local food producers who mainly produce and market local organic products and more particular olive oil, fruits, vegetables wine and dairy products should focus on hedonism issues including freshness, cleanness and taste; quality of the product, and its contribution to the human health protection as well; and psychological factors such as prestige and curiosity affecting the consumers of local foods. In their marketing plan conduction should consider that those consumers are mainly well educated, married with children and usually prefer open markets for their shopping. On the other hand, the producers of local conventional vegetables, fruits and dairy products should take into consideration that the consumers who buy those food are influenced by the attractiveness of the packing of the product, its appearance, advertisement, existence of labeling that refers the place of origin, certification of its origin, the production methods used, and the contribution of those products to the local economy. Hence, they should certify and label their products for their origin and differentiate them according to this quality certification. Important elements for the marketing strategies of those producers consist of the fact that these consumers are well educated, married with one or two children, private employees, men and usually buy from open markets.
Moreover, a systematic promotion of the local food products should be undertaken by all the involved stakeholders within the value chain of the products in order to motivate consumers to prefer such products. This systematic promotion should include advertisement and campaigns organised by the local authorities and consumers' organisations.
Therefore, consumers may spend their money within the framework of the local economy buying local produced products instead of imported contributing in this way to the reflection of the local economy that suffers so much due to the recent economic crisis.
